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Introduction

Young people are often exposed to alcohol and other drug use through the media, whether this be through advertisements, the news, �ctionalised media (e.g., movies, tv

shows), or social media. These exposures and advertising techniques can be very persuasive and can go on to in�uence a young person’s own use.

Advertising

Impact of exposure to advertising

Australian teenagers can see alcohol advertising on television, the internet, social media, and on billboards. When young people see alcohol marketing, they become more likely

to start drinking at a younger age. They are also more likely to drink alcohol at risky levels. The more alcohol ads they see, the more likely they are to drink alcohol.

Young Australians also regularly see e-cigarette/vape advertising, despite regulations. Common places are vape shops, tobacconists, corner shops, and on social media. As is the

case with alcohol, seeing e-cigarette ads is linked to e-cigarette use.

Marketing techniques

Advertisers use persuasive marketing techniques to make their products appealing. They want people to think the product will improve their mood, give them con�dence, and

make them popular. Commonly used techniques include:

Associating the product with glamourous lifestyles or sporting achievements

Using a spokesperson that their target audience is likely to admire

Sponsoring sports or music events

Showing a person consuming the product and gaining popularity

As young people are still developing their sense of self, they may be more easily in�uenced by advertising techniques. They also often don’t have the skills to identify the

techniques advertisers use.

What are the regulations?

In Australia, alcohol advertising is regulated by both government legislation and self-regulation by the alcohol industry. Government regulation varies between states, and

generally focuses on alcohol advertising by licensed venues.

https://positivechoices.org.au/help/questions-and-answers/
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The Alcohol Beverages Advertising Code (ABAC) lists key standards for alcohol advertising, which are voluntary and regulated by the alcohol industry. TV broadcasters can’t show

alcohol ads during times children are likely to be watching, or during children’s programs. However, these regulations often don’t cover the shows or times teenagers are

watching TV. Also, the regulations do not apply to sports broadcasts on the weekend or public holidays. Alcohol ads can be played on the radio at any time.

Tobacco and e-cigarettes generally can’t be advertised in Australia. There are also laws about plain packaging and restrictions on �avours and colours, designed to reduce their

appeal to young people. There are some exceptions for pharmaceutical e-cigarettes available with a prescription.

Media (e.g., news, movies, TV shows)

Impact of exposure to media

Traditional media, including the news, movies, and TV shows, can exaggerate alcohol and other drug use. For example, news reporting on cannabis use by teenagers, or TV

shows showing high school parties. They can make it seem like ‘everyone is doing it’ and normalise harmful behaviours such as drinking to excess.

Alcohol is shown in over 85% of movies – and alcohol brands appear in over 40% of children’s movies. Children can identify alcoholic drinks and are able to recognise brands and

logos associated with alcoholic drinks from a young age. Exposure to alcohol in movies puts young people at greater risk of drinking at a younger age and drinking to excess.

Techniques

Traditional media usually aims to represent a story or report current events, so does not use persuasive advertising techniques. However, sometimes news media will change

how they report to capture the attention of their audience, which can lead to exaggeration of alcohol and other drug use. TV shows and movies can also include paid advertising

or product placement.

What are the regulations?

TV shows are movies are classi�ed to help you know who they are suitable for. Depictions of drug use can lead to higher ratings. For more information, see classi�cation.gov.au.

Social Media

Impact of exposure to social media

Young people are exposed to alcohol advertising on social media through targeted ads, in�uencers, and their peers. Over 90% of Australians aged 16 to 17-years-old say they

have seen alcohol ads on social media. The more alcohol-related content young people see on social media, the more they are likely to drink. There is also an association

between time spent on social media and starting to sip alcohol.

Techniques

Social media platforms use complex algorithms to target content based on each user’s interests and friends. This means that ads can be even more persuasive than traditional

advertisements. Young people are more likely to see social media in�uencers that share similar interests to them. These in�uencers can act as spokespeople for the product,

and make it seem desirable or an important part of their lifestyle. It can be hard to tell when in�uencers are being paid to promote a product.

Companies encourage interaction as it e�ects how well their ads perform. This includes encouraging users to leave a comment or tag a friend.

What are the regulations?

Advertising on social media is covered by the industry-regulated Alcohol Beverages Advertising Code (ABAC). Social media platforms have introduced policies to try to stop

teenagers seeing alcohol ads.

Research has found that lots of e-cigarette/vaping-related content on social media violates the platform’s policies and can be seen by people aged under 18 years old. Learn

more about reporting inappropriate content here.

As of December 2025, some social media platforms are required to prevent Australians under the age of 16 from creating or keeping an account. Learn more on the eSafety

Commissioner website.

What can parents do?

Correct misconceptions

The media, including social media, can make it seem like more young people are using substances than is actually the case. Marketers also use this as a tactic to sell products,

which can normalise use. It’s important to correct these misconceptions to help counteract peer pressure.

For an accurate overview on normative use, see our ‘How many young people in Australia use alcohol and other drugs’ factsheet. It is also important to discuss how social media

can be misleading and does not accurately represent people’s lives.

https://www.classification.gov.au/
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Reduce exposure

You can change the settings on your social media accounts to reduce how many alcohol ads you see. The Alcohol and Drug Foundation (ADF) have prepared a guide to help.

Discuss and critically evaluate examples in the media

Discuss some common advertisements that they see on television or social media and identify the tactics have been used to try to sell the product. You could bring this up when

you see an ad or alcohol use is shown in a TV show or movie you are watching with your child. This can help it feel less like a lecture. Below are some questions to help start

these discussions.

Who is the ad aimed at? Consider age, gender, or other lifestyle factors.

How have they tried to make the product appeal to that group?

Have they made it look like everyone is using the product? How?

Do they want you to feel a particular way when watching the ad? How did they do that?

Have they used ‘aspirational’ �gures such as in�uencers, celebrities, or sports stars to sell the product? How does this make you feel about the product?

Does the ad re�ect real life?

Does the ad make any claims about health? How accurate are these?

What positive e�ects does the ad highlight? How likely are you to experience these? What negative e�ects could you experience?

Who bene�ts from you buying this product?

An accompanying student version of this factsheet is available here.

Evidence Base

This factsheet was developed following expert review by researchers at the Matilda Centre for Research in Mental Health and Substance Use at the University of Sydney.

A full list of the sources that informed this factsheet can be seen below.

Sources

Australian Communications and Media Authority (ACMA). (2020). Ads for alcohol, tobacco or therapeutic goods. Australian Government,. Retrieved 8 May 2024

from https://www.acma.gov.au/ads-alcohol-tobacco-or-therapeutic-goods

Bain, E., Scully, M., Wake�eld, M., Durkin, S., & White, V. (2023). Association between single-channel and cumulative exposure to alcohol advertising and drinking behaviours

among Australian adolescents. Drug and Alcohol Review, 42(1), 59-67. https://doi.org/https://doi.org/10.1111/dar.13530

Botvin, G. J. (2000). Preventing drug abuse in schools: social and competence enhancement approaches targeting individual-level etiologic factors. Addict Behav, 25(6), 887-

897. https://doi.org/10.1016/s0306-4603(00)00119-2

Carter, O., Phan, T., & Donovan, R. (2010). Three-quarters of Australian children recognise Bundy R. Bear: alcohol advertising restrictions are not working. Australian and New

Zealand journal of public health, 34(6), 635-636. https://doi.org/10.1111/j.1753-6405.2010.00641.x

Cheng, B., Lim, C. C. W., Rutherford, B. N., Huang, S., Ashley, D. P., Johnson, B., Chung, J., Chan, G. C. K., Coates, J. M., Gullo, M. J., & Connor, J. P. (2024). A systematic review and

meta-analysis of the relationship between youth drinking, self-posting of alcohol use and other social media engagement (2012–21). Addiction, 119(1), 28-

46. https://doi.org/https://doi.org/10.1111/add.16304

Donaldson, S. I., Dormanesh, A., Perez, C., Majmundar, A., & Allem, J.-P. (2022). Association Between Exposure to Tobacco Content on Social Media and Tobacco Use: A

Systematic Review and Meta-analysis. JAMA Pediatrics, 176(9), 878-885. https://doi.org/10.1001/jamapediatrics.2022.2223

Faggiano, F., Minozzi, S., Versino, E., & Buscemi, D. (2014). Universal school-based prevention for illicit drug use. Cochrane Database Syst Rev, 2014(12),

Cd003020. https://doi.org/10.1002/14651858.CD003020.pub3

Jancey, J., Carey, R. N., Freeman, B., Leaver, T., Wolf, K., Bromberg, M., Chai, K., Bialous, S., Adams, P., McLeod, M., & McCausland, K. (2024). E-cigarettes on Instagram: Exploring

vape content via an Australian vaping in�uencer. Tob Induc Dis, 22. https://doi.org/10.18332/tid/175619

Jones, S. C., Andrews, K., & Gordon, R. (2015). Alcohol truth: A counter marketing intervention to address adolescent alcohol consumption. Canberra: Foundation for Alcohol

Research and Education. https://fare.org.au/wp-content/uploads/Alcohol-truth.-A-counter-marketing-intervention-to-address-adolescent-alcohol-consumption.pdf

Nagata, J. M., Sajjad, O. M., Smith, N., Zamora, G., Dhama, S., Al-shoaibi, A. A. A., Ganson, K. T., Testa, A., Moreno, M. A., Kiss, O., Baker, F. C., & Jackson, D. B. (2024). Social Media

Use and Alcohol Sipping in Early Adolescents: A Prospective Cohort Study. Substance Use & Misuse, 59(6), 971-976. https://doi.org/10.1080/10826084.2024.2310501

Patsouras, M., Riordan, B. C., Morgenstern, M., Hanewinkel, R., & Kuntsche, E. (2023). Nearly Five Times Higher than We Think: How Much People Underestimate the Amount of

Alcohol in Popular Movies and What Predicts Underestimation? International Journal of Mental Health and Addiction. https://doi.org/10.1007/s11469-022-00998-5

Pettigrew, S., Santos, J. A., Pinho-Gomes, A.-C., Li, Y., & Jones, A. (2023). Exposure to e-cigarette advertising and young people’s use of e-cigarettes: A four-country study [journal

article]. Tobacco Induced Diseases, 21(October), 1-8. https://doi.org/10.18332/tid/172414

Robards, B., Carah, N., Rangiah, L., Roberts, S., De Lazzari, C., Brown, M.-G., Elliot, K., Savic, M., & Dobson, A. (2023). The Social Media & Unhealthy Marketing Project Final Report.

Monash University & The University of Queensland for VicHealth. https://www.vichealth.vic.gov.au/sites/default/�les/2023-03/Citizen_Science_Final_Report_MonashUQ-2021-

V2A.pdf

Sun, T., Vu, G., Lim, C. C. W., Johnson, B., Stjepanovic, D., Leung, J., Connor, J. P., Gartner, C., Hall, W. D., & Chan, G. C. K. (2023). Longitudinal association between exposure to e-

cigarette advertising and youth e-cigarette use in the United States. Addictive Behaviors, 146, 107810. https://doi.org/https://doi.org/10.1016/j.addbeh.2023.107810

Taba, M., Allen, T. B., Caldwell, P. H. Y., Skinner, S. R., Kang, M., McCa�ery, K., & Scott, K. M. (2022). Adolescents’ self-e�cacy and digital health literacy: a cross-sectional mixed

methods study. BMC Public Health, 22(1), 1223. https://doi.org/10.1186/s12889-022-13599-7

Thompson, K. M., & Yokota, F. (2001). Depiction of alcohol, tobacco, and other substances in G-rated animated feature �lms. Pediatrics, 107(6), 1369-

1374. https://doi.org/10.1542/peds.107.6.1369

Vassey, J., Valente, T., Barker, J., Stanton, C., Li, D., Laestadius, L., Cruz, T. B., & Unger, J. B. (2023). E-cigarette brands and social media in�uencers on Instagram: a social network

analysis. Tobacco Control, 32(e2), e184-e191. https://doi.org/10.1136/tobaccocontrol-2021-057053

Voogt, C., Otten, R., Kleinjan, M., Engels, R., & Kuntsche, E. (2017). Alcohol-Related Knowledge and Alcohol-Related Norms in 4- to 6-Year-Olds—Evidence from the Dutch

Electronic Appropriate Beverage Task. Alcoholism: Clinical and Experimental Research, 41(9), 1637-1647. https://doi.org/https://doi.org/10.1111/acer.13452

https://adf.org.au/insights/alcohol-social-media-youth/
https://positivechoices.org.au/students/media-and-marketing
https://www.acma.gov.au/ads-alcohol-tobacco-or-therapeutic-goods
https://doi.org/https://doi.org/10.1111/dar.13530
https://doi.org/10.1016/s0306-4603(00)00119-2
https://doi.org/10.1111/j.1753-6405.2010.00641.x
https://onlinelibrary.wiley.com/doi/10.1111/add.16304
https://doi.org/10.1001/jamapediatrics.2022.2223
https://doi.org/10.1002/14651858.CD003020.pub3
https://doi.org/10.18332/tid/175619
https://fare.org.au/wp-content/uploads/Alcohol-truth.-A-counter-marketing-intervention-to-address-adolescent-alcohol-consumption.pdf
https://doi.org/10.1080/10826084.2024.2310501
https://doi.org/10.1007/s11469-022-00998-5
https://doi.org/10.18332/tid/172414
https://www.vichealth.vic.gov.au/sites/default/files/2023-03/Citizen_Science_Final_Report_MonashUQ-2021-V2A.pdf
https://doi.org/https://doi.org/10.1016/j.addbeh.2023.107810
https://doi.org/10.1186/s12889-022-13599-7
https://doi.org/10.1542/peds.107.6.1369
https://doi.org/10.1136/tobaccocontrol-2021-057053
https://doi.org/https://doi.org/10.1111/acer.13452


Weaver, E. R., Wright, C. J., Dietze, P. M., & Lim, M. S. (2016). 'A Drink That Makes You Feel Happier, Relaxed and Loving': Young People's Perceptions of Alcohol Advertising on

Facebook. Alcohol Alcohol, 51(4), 481-486. https://doi.org/10.1093/alcalc/agv134

Wells, G., Trapp, G., Wickens, N., & Heritage, B. (2024). Powerful promotions: An investigation of the teen-directed marketing power of outdoor food advertisements located near

schools in Australia. Health Promotion Journal of Australia, 35(1), 144-153. https://doi.org/https://doi.org/10.1002/hpja.724

© 2026 Positive Choices Built by Netfront

https://doi.org/10.1093/alcalc/agv134
https://doi.org/https://doi.org/10.1002/hpja.724
https://netfront.com.au/

